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cAn Opportunity 
Pagal YOU would visualize 


gg @) the beauty and resources 
of your own United States, 
breathe the air of Western opti- 
mism, and enjoy the whole- 
hearted handshake of real West- 
ern hospitality, you must attend 
our National Convention in Los 
Angeles, August 10-14, 1926. 


—D. J. Woodlock 
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A Record Year 


VOLUME Xv 
NUMBER X 


Bring the Family and Spend Your Vacation at 
Our Convention. Special Rates make this 
gt 
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ways—in social and business il help you in countle 


and emergency. life—in times of necessity 


Retail Credit Men 


EXECUTIVE OFFICES 


P your credie tion secure, 
Sd will protect yout | “M8 Protect your eredg 
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5 crediel Men $ National Association 
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Credit-Education Inserts 


To the Tune of Two Million 
During ee ow two years our members have used Twelve in the series—one for every month in 
over two mi lion of these Credit-Education Inserts, the year. Enclose one with every “past due” 
paving the way to a better understanding of credit. statement—with every collection letter. Attract- 


You, too, Mr. Credit Grantor, will find them most ively printed in two colors. Diplomatically worded 


effective in changing your “slow-pays” into prompt —even your most “touchy“ customer can’t take 
paying customers. offense. 


Order any combination you like 


$2.00 per thousand for single inserts 
$24.00 per thousand sets of twelve 











Order from the National Office 
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| Let Your Creditor Know! 

| WHEN you can’t pay a bill on time, an explanation 
een es © of your inability will go a long way towards pro- 
tecting your credit. Your creditor wants to help you 
keep your credit good—help him to help you! 







Keep your credit record clear! Protect your credit 
and it will protect you! 


Retail Credit Men’s National Association 
EXECUTIVE OFFICES % 83 SAINT LOUIS 
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nspires Confidence F 

CLEAR credit record inspires confi 
Ae in your ability to do things— 
he confidence of others! Keep your crec 
po on can face the world with the confi ~% 
constructive achievement. 
Keep your credit record clear! Protect 
and it will protect you! 


Retail Credit Men’s National As 


EXECUTIVE OFFICES 3 8% 








































Faith—The Basis of Credit 














“Nuhing © conan ond FAITH in people-.in their integrity-—their . 
Seana purpose--is the basis upon which all credit ay toc 
oe Can A high credit rating is based, net so much {2 your loc 
one possesses as how he respects the faith rep who wil! 
Keep your credit record clear! Protect 
and it will protect'you! 
Retail Credit Men’s Natio —e 
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a3 What It Contains 
30n4 
3 
1157 ; 1, One hundred No. 1 Letters, 
ae0 informing the debtor that his 
$370 account has been reported to 
5000 


the National Asseciation as 
unpaid and suggesting that 
he pay yeu—-WITHIN TEN 
DAYS. All the letters are 
arranged so you can fill in 
~ your own name and address 
and a postscript instructs the 
debtor to make all payments 
DIRECT TO YOU. 


Seventy-five No. 2 Letters. This letter demands immediate action 
from your debtor. 


Fifty No. 3 Letters. 
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No. 3 is a definite final notice that unless 
your account is paid in ten days, our attorneys will take action 
to collect your account. 


Fifty Collection porueetion Blanks. On these blanks you are 
to send to us (OR TO YOUR LOCAL BUREAU IF YOU 
PREFER) detailed information on such accounts as the letters 
fail to collect. These we immediately forward to our bureau in 
your locality (if we have one) or to our nearest bonded attorney 
who will make collection on the usual collection fee basis. 


Other Material 


complete instruction sheet is included with every system. Also, 
valuable appendix, chock-full of important information, “Thi 
Credit Man Should Know.” A complete digest of the laws of 
various states, covering bankruptcy, garnishments, mortgages, 
ents, exemptions, etc. 
4 convenient, easily accessible display of all forms commonly used 
— and collection procedure—including standard application 
8, 


lease or conditional sale contracts, chattel mortgages, bank- 
Nptey “* of debt” forma, ete. 






$1347.52 Collecte 


From 


sores 6 DUNN SHE ND THAD 


75, Accounts! 


A New Record For the 
4-Point System 


Here’s a letter that, with its accompanying 
adding machine slip, tells the story of 4-Point 
effectiveness in terms of dollars and cents: 


Twenty-seven out of seventy-five accounts— 
NEARLY FIFTY PER CENT—paid in full; 


eighteen more made partial payments; four 
more made promises to pay; and the total 
amount collected (see letter) was $1,347.52! 


Successful Everywhere 


This is not by any means an exceptional case. 
We have on file in the National Office letters 
from every part of the Country giving concrete 
evidence of the astounding collecting power of 
the 4-point System. Right in your own state— 


probably in your own city—we can point to a 
successful user. 


That’s Why We Can Say: 
Try It At Our Risk 


Buy it. Use it—according to instructions—on 
100 old accounts. If it doesn’t collect at least 
$10.00 for you, we'll refund the purchase price! 


Price $10.00 Postpaid 


Order It Now—You Can’t Lose 


P. S. During the six months we have been making this 
offer, not a single System has been returned. 


Retail Credit Men’s 


National Association 
Equitable Bldg. St. Louis 


Use this coupon 








Retail Credit 


Equitable Building, St. Louis, Mo. 


Enter my order for one complete R. C. M. N. A. 4-Point Collection 
System. Send bill for $10.00 to the address below. 


I agree to use the system according to instruction—on 106 accounts. 
If it fails to collect at least $10.00 you are to refund purchase price. 


Name 


Men’s National Ass’n 





Title 





Firm Name 





Street Address 


City 





State 
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The Secretary’s Page 


Important Bulletin 

You will be very much interested in 
knowing that one or more persons have 
conspired to defraud merchants by col- 
lecting contract fees, giving the impres- 
sion that they were representing the 
American Security Credit Company. 
Reports have been received showing they 
have secured money on contracts in 
Denver and Loveland, Colorado, Okla- 
homa City, Oklahoma, Kansas City, 
Kansas, and several other places. 

They have printed matter intending 
to show a large corporation which is 
given as the American Security Credit 
Corporation, 514 Arcade Building, St. 
Louis. They have never had an office in 
St. Louis and the number given is ficti- 
tious. They also give as officials, the 
names of Bush, Barr, Stix and Forgey; 
all of these names are the names of very 
prominent people in St. Louis but they 
have altered the initials. They have 
also printed a financial statement show- 
ing total assets of more than Two Mil- 
lion Dollars. 

Any member holding contract with 
the American Security Credit Corpora- 
tion, (don’t confuse with the American 
Security Credit Company) should at 
once notify the National Office. 





Poor Old Dad 

The Associated Men’s Neckwear In- 
dustries are conducting a campaign in 
the interest of Father. Their slogan, 
“Give Dad a Tie Father’s Day, June 
20,” has been broadcast throughout the 
country. -It appears the supply of ties, 
socks, etc., we received on Christmas 
were regarded as out of season and now 
our wives and children can show their 
appreciation of Dad by giving him a 
fresh supply of the latest creations. 
Who knows but that some day we may 
have a Credit Man’s Day when every- 
one will honor us by paying up their 
delinquent accounts! 





San Francisco Not “Frisco” 

The Retail Credit Association of San 
Francisco is taking an active part in a 
campaign to discourage the use of the 
nickname “Frisco” which in some sec- 
tions in the East has become so popular 
in referring to the city of the Golden 
Gate. 

We urge all members attending the 
National Convention and visiting the 
great city of San Francisco to remember 
that it is the desire of our brother credit 
men in that city to preserve in its en- 
tirety the beautiful and euphonious name 
of San Francisco. 


The Active Life of a Real Asso- 
ciation Secretary 

We were able to copy the following 
notes from the diary of James D. Hays, 
Manager Harrisburg Credit Exchange, 
Harrisburg, Pa. 
May 7 6:30 p.m. Talked to Shamo- 
kin Chamber of Commerce 
meeting and organized Credit 
Bureau. 
6:30 p.m. Talked to mer- 
chants of Altoona in effort to 
re-organize Credit Bureau. 
Manager of New Shamokin 
Credit Bureau spent day in 
our office. 
Signed York Credit Bureau 
for National Credit Service 
Exchange Division. 


6:30 p.m. Talked to Ac- 
countants’ Club Beckleys 
College at Annual Banquet. 
Conference at Bloomsburg 
with Credit Bureau Commit- 
tee who are organizing Credit 
Bureau. 

Visited Williamsport Credit 
Bureau. 

Attended afternoon and eve- 
ning session of Penna. Com- 
mercial Secretaries’ Associa- 
tion Conference at Williams- 
port, Pa., and at 6:00 P.M. 
gave talk on set up and oper- 
ation of local standard credit 
bureau. 

7:30 p.m. Talked to meet- 
ing of Bethlehem Chamber of 
Commerce in effort to or- 
ganize Credit Bureau. 

6:30 p. M. Talked to meet- 
ing of Associated Retail 
Credit Men of York. 

6:30 p.m. Talked to Cham- 
ber of Commerce and Rotary 
Club in effort to organize 
Credit Bureau in Danville, 


Pa. 


May 6 


May 


May 


May 


May 27 


June 4 


15 


June 


June 16 


May 





Atlantic City Credit Bureau 
Opens 

On June Ist, the Credit Rating Serv- 
ice of Atlantic City opened, fully 
equipped to serve the credit interests of 
the famous summer resort which, by the 
way, has a permanent population of 
65,000. 

This Bureau is maintained by the 
Chamber of Commerce and is under the 
management of J. L. Venable. It is af- 
filiated with our Service Exchange Divi- 
sion. 


An Exceptional Record 

Bloomingdale Brothers of New York 
recently placed its stock on the market 
and accountants going over the books 
made the following report of accounts 
receivable: 

Accounts Paid Within 30 Days— 
85.13% 

Accounts Paid One Month Slow— 
12.10% 

Accounts Paid Two Months Slow 
—2.70% 

Accounts Paid Three Months Slow 
—0.07 % 

This certainly is an excellent record 
and we congratulate Mr. Jos. B. Auer- 
bach, Credit Manager of the firm. 
While a close collection policy is fol- 
lowed, no offense is given and the vol- 
ume of charge business has steadily in- 
creased. 





What Next? 


The following clipping from a Hous. 
ton newspaper was sent in by one of 
our members as an indication of the 
widening sphere of installment credits. 


Pays Fine on the Installment Plan 
Last October James E. Lewis pleaded 


guilty to liquor charges in a smuggling 
case in Federal Court and was fined 
$5000 by Judge Hutcheson. The judge 
gave him six months in which to pay his 
fine. 

Up to Wednesday Mr. Lewis paid 
$1500. The time was up. The judge 
told him if he would pay $500 by June 
1 he would give him a year to pay the 
balance. 

So Thursday morning Mr. Lewis 
paid $500 to the clerk of the court and 
now he has a year to pay the balance. 





Gov. Norris on Installments 
Gov. Norris of Philadelphia Federal 


Reserve Bank says doing business “on 
the cuff,” a few dollars down and a dol 
lar now and then, has plunged Ameri 
cans into an orgy of spending. High 
pressure selling and seductive advertis 
ing increased instalment selling to $6; 
500,000,000 for 1925, he said. In2 
note of warning he declared the family 
man earning $200 monthly and having 
necessary expenses of $150 with a dis 
posable balance of $50 can invest $12.5) 
a month and no more “on the cuff.’ 
To avoid a “grand crash” Norris advo 
cated a process of gradual education, if 
which the schools, churches, press, bank- 
ers and economists must do their part. 
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EDITORIAL 


cA Dual Responsibility 


and credit managers give consideration to 

the fact that upon the Credit Department 
there rests a dual responsibility of salesmanship 
and good credits. 


papery how many retail merchants 


The primary duty of every credit manager 
is to sell all the merchandise he can with the 


least possible loss and this means he must be ~ 


the super-salesman of his firm. 


The old idea that the credit man was the 
“wet blanket’ of expert salesmanship, and his 
chief delight was to ‘‘kill’’ sales, has passed with 
the development of modern merchandising 
methods, yet it is strange so many retailers of 
above the ordinary business intelligence fail to 
see the benefits which would be theirs if they 
had this proper conception of the credit manager 
and his relation to their business. 


Retailers who spend thousands of dollars on 
training salespeople, employ expert sales pro- 
moters and give unlimited latitude to the devel- 
opment of the selling organization, overlook 
the most important feature, The Credit Depart- 
ment—the tie that binds the customer to the 
store. 


Retailers liberal in all matters relating to 
selling overlook the credit manager and tie him 
up with routine and detail clerical work so he 
cannot expand and grow. He is never given an 
opportunity to develop and realize his work is 
one of honor and grave responsibility. He is 
not encouraged to become affiliated with the 
Retail Credit Men’s Association, nor urged to 
attend its meetings where he might mingle with 
other credit men and learn by their experiences. 


Is it any wonder there are so few real retail 
credit executives, and who is to blame? The 
merchant who does not stop to analyze his 
problems and realize the credit man has a dual 
responsibility. 


Mr. Merchant: The Retail Credit Men's 
National Association aspires to develop the 
retail credit man to an executive of the highest 
type. But we find ourselves hampered by the 
attitude of the merchant himself. Let's under- 
stand each other. We will develop these ideal 
credit managers, but you must give us your 
co-operation and you will profit in the long 
run. It is a dual responsibility. 


yf HocaLleck 
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(Continued from Page 2) 


Our Wholesale Friends 


The National Association of Credit 
Men, whose membership is made up of 
wholesalers, manufacturers, jobbers and 
bankers, held its thirty-first Annual 
Convention in New York during the 
week of May 24. The 3,600 members 
who registered enjoyed a very instruc- 
tive and entertaining program. 


The Retail Credit Men’s National 
Association’s Committee on cooperation, 
consisting of Wm. H. J. Taylor of 
Franklin Simon Company, New York, 
Chairman, Irving Brown of Bamberg- 
er’s, Newark, Edward Manahan of 
Manahan’s, Boston, and J. R. Hewitt 
of the Hub, Baltimore, as well as the 
following National Officers: E. B. Hel- 
ler of St. Louis, S. E. Blandford, Bos- 
ton, and Managing Director D. J. 
Woodlock, were guests at a luncheon at 
which were present all the officers of the 
Wholesale Association, its past Presi- 
dents, and Secretary of Agriculture Jar- 
dine. 


After the luncheon a three hour ex- 
ecutive session was held and plans were 
made to have the wholesale and retail 
credit organizations cooperate more 
closely in the future. It was agreed the 
executives of each association would keep 
in very close touch with each other and 
exchange views on all matters affecting 
the nation’s credit, including legislation 
and sales methods. 


It was also agreed the national officers 
of both associations would urge and en- 
courage joint meetings of retail and 
wholesale local associations in cities 
where each has a local, and quarterly 
meetings of a national committee of both 
associations. 


We feel the results of this meeting 
will mean a unity of thought and action 
and benefit both associations. We urge 
each member of the Retail Credit Men’s 
National Association to become ac- 
quainted with the wholesale credit men 
of his community and do his share to 
develop fraternal feeling. 





It Can’t Be Done 
Statistics show that a very large per 
cent of the fatalities in business are due 
to the fact that merchants with limited 
capital are endeavoring to finance the 
affairs of their customers. That is to 
say, probably 85 per cent of the mer- 
chants who fail in business undertake to 
carry the accounts of too many of their 
customers for too long a time. 
It can’t be done!—Reprinted from 
Team Work. 














Official Notice 


To all members of the Retail Credit Men’s National Association: 


In compliance with the Constitution and By-Laws of the Retail 
Credit Men’s National Association, the Board of Directors have selected 
the city of Los Angeles, California, as the place for holding our Four- 
teenth Annual Convention and designated August 10, 11, 12 and 13th, 
1926, as the time for this Convention. 


Nominations for Officers and Directors will be made on August 12, 
and the Annual election held on August 13. The following Officers 
are to be elected: 

President 

First Vice President 

Second Vice President 

5 Directors to serve three years. 


Following are Directors whose terms expire: 
L. M. Crosthwaite, Los Angeles, Calif. 
G. C. Driver, Cleveland, Ohio. 
L.T. McMahon, _ Boston, Mass. 
A. D. McMullen, Oklahoma City, Okla. 
H. O. Wrenn, Omaha, Nebr. 


The Chairman and Secretary-Treasurer elected by the Service Di- 
vision are ipso facto members of the Board. The Board of Directors at 
its Post Convention meeting elect the Secretary-Treasurer of the Asso- 
ciation. ni 4 


Article IX of the Association’s By-Laws reproduced below 
gives full information on representation: 
ARTICLE IX—REPRESENTATION 
SEcTION 1. Each affiliated Association shall be entitled to one delegate 
for each ten members or major fraction thereof, and each delegate shall cast 
a vote on any roll call for each member which he represents. A delegate un- 


able to attend a Convention may give his proxy to any other member of his 
Local Association. 


Any properly authorized delegate may cast the vote of the entire local 
Association, provided said delegate may have duly established his avfthority 
with the Credentials Committee. 


SECTION 2. (a) Members not holding membership in an affiliated Asso- 
ciation may be represented at all Conventions of the Association, either in per- 
son or by proxy. 


(b) All proxies shall be in writing and must be filed with the Secretary, 
previous to or at the time of meeting. All proxies must be held by a member 
residing in the same State as the maker thereof, or in an adjoining State. 


SECTION 3. No member shall be entitled to vote at any of the Conven- 
tions of this Association, either in person or by proxy, unless said member has 
paid all dues standing against him at the time he offers to vote. 


SEcTION 4. No salaried officer or employee of this Association shall have 
the right to hold a proxy or be entitled to vote. 

Delegates representing Local Associations must be equipped with 
the proper credentials, signed by the President and Secretary of their 
Local. We are mailing Local proxy blanks to Secretaries of all Local 
Associations and are printing elsewhere in this issue proxy form for indi- 
vidual members. Individual members desiring to give proxies to other 
members may follow the form suggested. 


Delegates upon arrival at the convention will please turn in their 
proxies when they register. ‘They will also please turn in any resolu- 
tions or suggestions which they may have so that they can be referred 
to the various committees and turned over to the proper parties. 


D. J. Woodlock, Secretary 
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Retail Credit In Canada 


By P. D. Orr 


The Robert Simpson Co., Ltd., Toronto, Canada 


Credit, as we are all doubtless agreed, 
is today fundamentally essential to suc- 
cessful business operation. It may be 
divided into four categories—mercantile, 
banking, investment and personal. These 
classes are all closely co-related, but for 
the purpose of this article, we are pri- 
marily concerned with credit as applied 
to the individual—in other words, per- 
sonal credit which, while of first interest 
to the retailer, is also vitally important 
to the jobber, the wholesaler, the manu- 
facturer, the banker, and everyone else 
along the entire line of distribution and 
financing. The indiscriminate extension 
of credit by the retailer necessarily re- 
flects on all, and it can therefore readily 
be seen that the careful granting of per- 
sonal credit constitutes the basis for all 
credit relationships. 


Undoubtedly, one of the most pressing 
questions confronting the retail credit 
man today is how to determine the cus- 
tomer’s ability to pay, and how to reduce 
credit losses to a minimum. 


Differing from the mercantile credit 
man, he is unable to refer to Dun’s, or 
Bradstreets’, and is thrown upon what- 
ever information is at hand, or that the 
customer may volunteer. I understand 
that in the United States, the retail 
credit agencies have reached a high level 
of efficiency but unfortunately, in Can- 
ada, we have as yet no fully developed 
organizations of this nature. It follows, 
therefore, that much can be gained by 
the interchange of methods, ideas and 
experiences and, to that end, it is my in- 
tention to outline as briefly as possible 
the system in effect in the institution 
which I have the honor to represent. 


To the large retail store, the charge 
account, although inaugurated purely as 
a service of convenience to the customer, 
has come to be recognized as a most pro- 
lific avenue of increased sales. There 
can be no doubt but that the charge cus- 
tomer usually becomes more closely iden- 
tified with the store than either one who 
pays cash, or orders goods to be sent 
C.O. D. 

It does not follow that these latter 
types are not permanent, but experience 


has taught us that charge customers will 
confine their purchases to only a few 
stores, or even to one store, providing 
that they have obtained satisfaction, and 
have a sufficient variety from which to 
choose. The further desirability of the 
charge account customer is evidenced by 





Editor’s Note— 
This article, written by one of 
our Canadian members, is one of 
the most interesting and practi- 
cal discussions of credit work it 
has been my privilege to read in 
recent years. 


You'll find it well worth reading. 





the fact that they will invariably buy 
from two to three times the quantity 
and value of merchandise purchased by 
either the C. O. D. or cash customer 
with the result that, by virtue of this 
greatly increased volume, handling 
charges are materially decreased, and a 
saving equivalent to 23.8% is effected in 
comparison with the cost of a cash or 
C. O. D. transaction. 


The most important functions of the 
charge office may be enumerated as fol- 
lows: 

1. The soliciting of accounts. 

2. The investigation of all applica- 
tions for credit. 

3. The keeping of records. 

4. The collection of accounts. 

Accounts are solicited continuously by 
mail, telephone, and in person from se- 
lected lists, obtained from many differ- 
ent sources, such as direct applications, 
C. O. D. lists, directory lists, social and 
club memberships, commercial agencies, 
etc., and the percentage of applications 
resulting from the many thousands of 
names canvassed during each year is 
most gratifying. 

The applicant for a charge account is, 
of course, asked for certain personal in- 


formation. This varies somewhat, but 
usually covers the applicant’s business or 
position, any property he may own, 
other stores with whom he has dealt, 
and the name of his bankers. In pass- 
ing, I might mention that we have re- 
ceived very helpful -information, in a 
great number of instances, from finan- 
cial houses. 


When all the necessary information 
has been obtained, a final O. K. is placed 
on the application, together with a credit 
limit, which may be graded either A. B. 
or C., depending upon the customer’s 
responsibility. 


Everything we have in the way of 
data on that particular customer is then 
placed in a small folder, and filed alpha- 
betically in what we term our “master 
index.” 


The account once opened, it is neces- 
sary to keep it, at all times, under super- 
vision. This is accomplished by means 
of a visible index system in the author- 
izing room, which shows the name, ad- 
dress, account number and credit limit 
of all charge accounts. When the sale 
is for an amount in excess of one-half 
the customer’s credit limit—which, of 
course, varies with the individual—spe- 
cial authorization is obtained, while 
small red signals are placed on the au- 
thorization files when a customer reaches 
or exceeds the limit assigned. In this 
manner, purchasing by customers who 
are inclined to abuse their accounts is 
easily controlled. 


We use the tube system for sending 
sales checks from the various depart- 
ments in the store to the authorizers, 
and it may interest you to learn that 
these are returned to the departments 
concerned in from fifty to one hundred 
and fifty seconds, depending largely upon 
the distance from the tube-room. The 
authorizers are permitted to O. K. sales 
up to one-half the amount of the cus- 
tomer’s credit limit, but where the 
amount exceeds this, or the customer is 
not in good standing, the checks are 
passed on to the Refer Clerk for atten- 
tion. 








We have recently adopted a system of 
auditing and obtaining daily sales rec- 
ords from the sales checks immediately 
after they leave the authorizers, and be- 
fore they are turned over to the billing 
department. This system considerably 
accelerates the securing of store sales 
figures, yet does not interfere with the 
work of the billing department. 


In addition to this, an over-limit re- 
port is made out daily by the ledger- 
keeper. If an account is found to be 
past due, or purchases have been made 
in excess of the credit limit, the name, 
address, account number, amount of 
limit and present balance is shown, and 
the information handed to the Refer Sec- 
tion, who decide what is to be done with 
the account. 


Time does not permit me to more 
than mention the manner in which our 
charge office records are kept. Our 
ledgers are in numerical order, being in 
the form of a combination ledger sheet 
and monthly statement. These two 
forms are attached, and carbon-paper 
insures the ledger sheet being an exact 
duplication of the statement which is 
forwarded to the customer on the first 
day of every month. 


We have many thousands of accounts 
on our books and our ledgers are com- 
pletely posted, balanced, and the state- 
ments mailed on the first day of every 
month. In this connection, we have a 
bonus system in effect for the billers, 
which possibly has much to do with the 
attaining of such a happy result. 

We post on an average of 710 sales 
checks per day, per operator. Inas- 
much however, as we itemize all bills, 
this means that each operator really 














Oranges and Snow— An actual Photograph 





posts on an average of 875 items each 
day. 

We now arrive at a most important 
duty of the charge office—the collection 
of accounts. All accounts are due and 
payable on the tenth of the month fol- 
lowing date of purchase. Non-payment 
is followed by a series of form letters. 
If these, in turn, fail to elicit response, 
personal letters are written, or the tele- 
phone resorted to. A courteous tone is 
preserved throughout, for courtesy—the 


cheapest thing in the world—brings a 
far larger volume of good will than any 
other factor of merchandising. Once 
convinced, however, that the customer 
has no intention of paying until actually 
compelled to do so, we arrive at the final 
stage when “diplomatic relations are 
severed,” so to speak, and legal assist- 
ance is resorted to. 


An integral part of the charge office, 
and yet differing entirely from the reg- 
(Continued on page 19) 























Ambassador Auditorium—In the shadow of the Hotel 
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Our Convention 


Another month and all roads will lead to Los Angeles, where 
on August 10-11-12-13, the Retail Credit Men’s National Asso- 


ciation will hold its Fourteenth Annual Convention. 


The stage is set and all preparations made for the most educa- 


tional and entertaining Convention in our history. 


Here are some of the reasons why your National Officers are 


expecting to break all attendance records: 


This is our first Convention on the Pacific Coast, held 
in that beautiful city of Los Angeles, a place where we have 


all hoped to be able to go. 


We have the assurance that the Retail Merchants Credit 
Association of Los Angeles, a most progressive and up- 
to-date local, will look after the comfort of every visitor. 


Railroad rates are exceptionally low: Summer tourist 


rates being less than our usual fare and one-half! 


The meetings will be held in the most spacious and 


best equipped auditorium in which we have ever met. 


The Group Conferences will meet under ideal condi- 
tions in open air pavilions, sheltered from sun and rain. 

The most educational programme ever compiled—four 
days of intensive credit study dovetailed with entertaining 
features which will make the hours spent seem all too short. 


An exhibit of Credit Department Forms and 
chanical Helps, surpassing any of former years. 


Me- 


An opportunity to make side trips in a thousand com- 


binations such as comes only once in a life time. 


An ideal vacation trip for the entire family with the 


guarantee of a profitable and enjoyable time. 


Members are urged to make reservations now. Don’t wait until 


the last minute. 


St. Louis, your National headquarters, is the central concentra- 


tion point for all members from East of the Mississippi. 
train to accommodate three hundred has been arranged for. 


A special 
Omaha, 


Nebraska, is also a gathering point with another special train. 


Do it now! Send in your reservation 


D. J. WOODLOCK, 


Managing Director. 
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One Credit Manager +- Civic Pride = 
Good Citizenship 


Good citizenship expresses itself thru the ballot and its will becomes law. 


To enjoy use of the ballot one must be 


A Registered Voter 


Do It Now— 
Help Yourself— 
Help Us— 


Your co-operation in Convention Registrations is earnestly requested and 
will be greatly appreciated by the General Convention Committee. Your 
registration blank is at the bottom of this page—use it now! 


Address all communications to 


General Convention Committee 
10th Floor Sun Building Los Angeles 


Use this blank today 








Registration Committee: . 

Enclosed find $5.00 per person to cover registration fee for 
Name 
Name 
Address 

Note: Registration fee is $5.00 per person 

Hotel Reservations: 

Will arrive Los Angeles 


ee TEI 
Reserve_____---.---- itincsecieasn nN CI IIR, ccseisisninisnccctiininminsinninesicil persons 
at... ' Sf Tee per person. 


i iiniisnscsctctctibincdehiehaatespetlanindtnatid ase adainianeatenmntnanneennsinnieninniatde 
See May Credit World for complete hotel rates 




















It Won’t Be Long Now! 
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Credit—lIs It A Profession? 


By Edward Thompson, Credit Manager, A. I. Namm & Son, Brooklyn, N. Y. 


Digest of talk given betore the Newark Retail Credit Association, May 20, 1926 


It was somewhat difficult for me to 
select a subject for this evening’s talk. 
According to this morning’s paper, Don 
Marquis, who used to conduct the col- 
umn in the New York Tribune, spoke 
yesterday at Yale or Harvard on “King 
Solomon—the World’s First Great 
Columnist,” and it suggested to me as a 
subject—““Eve—the World’s First Fe- 
male Credit Grantor.” 

Eve, as you know, gave a line of 
credit to the devil. She did not look up 
his references but when he made her a 
proposition and said, “Eat this apple, 
and you shall be as gods,” she placed 
credence in it, that is, extended credit 
and made the world’s first bad debt. 

The topic seemed to “stall” there and 
so | have decided to use “Credit—is it a 
profession?” as this subject has come up 
once or twice recently. Not “It is” but 
“Is it a profession?” is the subject. I 
am not going to attempt to answer the 
question but only to ask it and to men- 
tion a few points of interest. 

In connection with the recent credit 
course at New York University, it has 
been surprising to find how little real, 
specific, classified, knowledge we have on 
the subject of credits. In preparing the 
lectures, a blue pencil was continua'ly 
needed against generalities such as “a 
credit man must be of infinite tact; he 
must be able to obtain the confidence of 
the customer; he must bz able to reject 
applicants with dignity and firmness; he 
must be able to command respect of his 
help,” ete., all of which platitudes are 
equally true of the ice man. But the 
actual specific information wh‘ch we 
were able to give, while valuable, and 
splendidly given, was surprisingly small 
in amount. 

In the University atmosphere every- 
thing seemed to be “profess‘on.” I sup- 
pose it sounds better and in a publica- 
tion recently, I was surprised to read the 
following: 

“Retailing has come into its own as a 
profession. With the aid of the labora- 
tory work and the researches of such 
institutions as New York University 
School of Retailing and the Graduate 
School of Business Administration at 
Harvard, there is every reason to believe 
that the dangers which have beset the 
past will at least be clearly charted in 
the future, and that one of the oldest 


professions in the world has at la:t been 
set free from the chains of ‘trade’ and 
‘commercialism’: which have, 
turies, hindered its progress.” 

This was an editorial in the “Retail 
Ledger.” 


for cen- 


How in blazes can retailing be freed 
from the chains of trade and commer- 
cialism, seeing that the essence of retail- 
ing is trade and commerce. They are 
the essential attributes of retailing. To 
be free from those chains would perhaps 
be like freeing the barber from the 
chains of shaving chins in favor of a spe- 
cialized scientific knowledge of tempera- 
ture in hot towels and the correct se- 
quence of creams, lotions and perfumes 
and powders and their effect on human 
chins. He might be an artist on the 
perfumes but he still needs to know how 
to shave. 


It makes me think of a village up the 
Hudson which about twenty years ago, 
used to be known as Sing-Sing; there 
was a jail there and at that time jails 
not being the palatial hotels that they 
are nowadays, but rather lcoked down 
on, the town itself imagined it was 
looked down on in the same way the 
jail was and the good citizens therefore 
changed the name to Ossining where- 
upon its chief publicity in the papers still 
being connected with the jail, the new 
word acquired the flavor of the old, and 
now Ossining means prison. 

If credit is merely a haphazard 
method of guessing and taking of 
chances, it will not do to merely change 
the name and to call it a profession. 
The point I am making is that we 
should try to find out what a profession 
actually is and to see if credit comes 
under that classification, and not merely 
give it a new name and then find out 
afterwards that perhaps it is not actually 
a profession. 

Names of things are curious, inas- 
much as glorious words can become de- 
based by poor usage and words of ter- 
rible association can become glorious. 
Recently hanging came into prominence 
with the execution of a criminal named 
Chapman. Diagrams of the gallows 
were shown in some of the poorer of our 
newspapers and the word to us denoted 
everything that was execrable. A long 
time ago criminals were executed by be- 
ing nailed hands and feet to two planks 


of wood fixed cross-wise and that de- 
sign had the same repulsive association 
of our own gallows, but—one particular 
crucifixion caused the cross to lose all 
that repugnance and to become in archi- 
tecture, painting, literature and other 
arts, an object of veneration, associated 
with all that is magnificent. 


Therefore, to revert back to credit— 
professional or otherwise: on a train 
recently were three credit men discuss- 
ing this subject and an outsider became 
interested and joined in the discussion. 
He claimed that credit could not be con- 
sidered a profession as it required no 
educational standard or degree. He was 
advised that there was a course at pres- 
ent. Then he asked, “How many points 
does a student receive for the course?” 
Upon being informed that two counts 
were allowed, he said, “Well, you can 
scarcely claim that yours is a profession 
if all you teach about it will entitle a 
student to two counts only.” He was 
therefore asked whether, if a course 
were put on for credit extension about 
four counts, credit law for another four, 
credit accounting for about the same, 
and other subjects like credit psychology, 
collection procedure, etc., an examina- 
tion held and diploma given, would he 
consider the educational requirements of 
a profession had been met, and he agreed 
that this would be the cave. 


He stated that being in business, he 
had out of curiosity, sought textbooks 
on credit some years ago but could find 
only one. He also made the objection 
that a profession entailed respon ibil ties 
in being consulted by the general public 
and fees given for an opinion, where- 
upon someone pointed out that we were 
consulted by owners of other businesses 
and consulted among ourselves but nat- 
urally did not take fees since we are em- 
ployees and practically in the same posi- 
tion as a lawyer representing exclusively 
one corporation on an annual basis, or a 
medical man working by the year for a 
life insurance company, passing opinion 
on the various risks as they come up. 
“But,” he cla‘med, “in profex ions there 
is a regular standard—a doctor can be 
disciplined for malpractice or a lawyer 
disbarred by the Bar Associaticn becaue 
of any legitimate complaint being made 
—you have no such discipline nor do 
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you have a regular ethical standard.” 
The claim that a profession should be 
licensed by the State like accounting, 
medicine, law, was met by the rejoinder 
that recognition in itself does not make 
a profession—there can be professions 
recognized by the State and _ others 
equally authentic, not recognized. The 
conversation took varying turns but 
several of his objections seemed sound. 


As I pointed out previously, this is 
merely to state the question and not to 
answer it, but if Credit is to have the 
status of a profession, it seems that the 
following things should be considered: 


1. We should have more textbooks, 
well written and properly indexed. 

2. A University course including such 
of the other educational requirements as 
are needed by us and an adequate credit 
count or diploma given for this work. 

3. Proper discipline of our member- 
ship through out own Grievance Com- 
mittee. 

4. A code of ethics stating clearly 
what actions are considered dishonorable 
or against the highest interests of the 
profession, for instance— 

Divulging confidential information 
without the consent of the giver. 


Showing agency reports to applicants 
for credit information, for instance, 
omitting to mention a guzrantee; 


Making individual settlements or 
compromising when there is a matter of 
principle at stake, generally sacrificing 
principle to expediency on the plea that 


one should not send good money after ~ 


bad. 


These are some of the things which 
are in front of us and when they are ac- 
complished Credit will’ doubtless take 
its place among professions, and our 
work must be not to change the title but 
to elevate the standard, and the name 
will follow. 


Do You Want a Real Vacation? 


Of course you do, and you are en- 
titled to it. Just think— you can en- 
joy yourself while absorbing credit 
knowledge by attending the R. C. M. 
N. A. Convention at Los Angeles 
August 10-11-12 and 13. The Special 
Rail Rates are so low you can afford 
to take the entire family. Make your 
reservation now, combining your vaca- 
tion with the Convention trip. 


Kendall Heads Memphis 

Association 
Mr. W. R. Kendall, Credit Manager 
Brothers 
Company was elected President of the 
Retail Credit Men’s 
Memphis, Tenn., at their annual meet- 
ing, May 18. An elaborate banquet and 
entertainment were features of the meet- 
ing. 


of Stewart and Hardware 


Association © of 


Other officers elected were: A. W. 
Goldschmid of 638 Tire & Vulcanizing 
Company, and W. T. C. Berlin of 
Hunt Berlin Coal Company as Vice 
Presidents; J. E. Bell of House Bond 
Hardware Company, Miss D. New- 
mann of Commercial Letter Company, 
M. C. Schwab of Levy’s Toggery, 
Walker M. Taylor, Jr., of the Walker 
M. Taylor Clothing Company and Mrs. 
Leah B. Moore of Moore’s Studio, as 
Directors. 


Memphis boasts one of the largest and 
most progressive Associations in the 
country and is unusual in that its officers 
represent a diversified retail interest and 
do not include credit men of department 
stores, 
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Bathing at the Venice Beach, Los Angeles 
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Liability for Giving Credit 
Information Direct 
(Quoted from Bulletin of Kalamazoo, 
Michigan. ) 


“The Thermoid Rubber Company 
was a creditor of the Omen Tire and 
Rubber Company, and sold the latter 
quantities of merchandise. J. C. Self 
was the principal owner of the Omen 
Tire and Rubber Company and was also 
chairman of the board of directors of 
the Bank of Greenwood. Both Self and 
the bank were creditors of the Omen 
Tire and Rubber Company which, be- 
ing pressed by creditors, became bank- 
rupt. 


“The Thermoid Rubber Company 
claiming that Self and the bank, by a 
letter in their own interest, misrepre- 
sented the credit standing of the Omen 
Tire and Rubber Compzny and misled 
the Thermoid Rubber Company into an 
extension of merchandise credit to the 
amount of $50,000, brought suit against 
Self and the bank for damages. 

“The decision in this case has an im- 
portant bearing on the matter of giving 
credit information direct. 


“The bank was held liable on account 
of its letter which was misleading and 
of which matter it had no knowledge. 
The bank had no business in the matter 
at all if it was not advised of the facts. 


“The duty not to do either of these 
things is as incumbent upon one who 
gratuitously furnishes information which 
he knows, or has reason to believe his 
inquirer may act upon to his detriment 
as upon those who are paid for answer- 
ing. Self was liable for the same indis- 
cretion, 


“Misleading information, even though 
gratuitous, may not be given upon credit 
standing without incurring liability for 
consequent damages to those who are 
misled thereby. 

“Thermoid Rubber Company vs. 
Bank of Greenwood, U. S. C. C. App., 
4th Cir. 

“This is but another instance of the 
dangers you face when you give a rating 
to a person who calls you direct. Deci- 
sions being handed down by the courts 
seem to all follow the same trend of 
reasoning. On the other hand, court 
decisions have many times held that 
Credit Bureaus have the right to gather 
and give out confidential information.” 





An Invitation 
Members going to the Philadelphia 
Centennial by zutomobile over the Na- 
tional Highway are invited to visit the 
Cumberland Credit Bureau, Jenvey 


Mr. Virgil 


Bldg., Cumberland, Md. 
C. Powell is Manager. 





Return East via the Scenic 
Northern Route—the 











Great Northern. 


After the convention travel north to Portland, Ore. See the historic City 
of Astoria—the Columbia River—the Cities of Tacoma, Seattle, Victoria and 
Vancouver. This Northwest slope of the Cascades is, and justly so, known 
as the charmed land. Cross the Great Northern Cascades and Rocky 
Mountains. 


Some Great Northern Special Features 


Safety—automatic block all the way, comfort—the clean route—1200 miles 
behind oil burners, the easy way—follows the Columbia, Kootenai, 
Flathead, Marias, Missouri and Mississippi rivers—water grade—heavy steel, 


luxury—the . . 
: New Oriental Limited 


the finest train to and from the Pacific Northwest. Runs daily between 
Pacific Northwest Points and Chicago via Glacier National Park, Minneapo- 
lis and Saint Paul. Let us tell you more about our service. 


A. J. Dickinson 
Passenger Trafic Manager 
St. Paul, Minn. 


Mail the Coupon 
today to 


Great Northern 


A Dependable Railway 





Mr. A. J. Dickinson, Passenger Traffic Manager 
Great Northern Railway, St. Paul, Minn. 


Dear Sir: 


‘ ‘ ‘ — ‘ _ 
I expect to attend the Retail Credit Men’s Association meeting at Los Angeles, 
Cal., in ianet, and will be pleased to receive details about Great Northern service. 


Name 





Street. 
City. 
PPPTTTTTITTTrrrrererreee elias 














National Electric Chie 


ALABAMA 
J. Blach & Sons..... Birmingham 
Erlick & Lefkovits..... Bessemer 
Loveman, Joseph & Loeb.... 
oe a ee a Birmingham 
C. d, Gayler COrcsecvccecs Mobile 


ARIZONA 
The Boston Store....... Phoenix 
Korrick’s Dry Goods Co.. . Phoenix 
Albert Steinfeld & Co.....Tucson 


ARKANSAS 
Bertig Stores Co...... Biytheville 
Boston Store Dry Goods Co. 
Se eee re Ft. Smith 
Pfeifer Bros......... Little Rock 
Bs J. DOWFOF « os 5000 Texarkana 


CALIFORNIA 


Hochheimer & €o..... Bakersfield 
Roos 


PRE” Los Angeles 
Broadway Department Store 
RENE LRP. Los Angeles 
ga eee Los Angeles 
J. W. Robinson Co...Los Angeles 
Ville de Paris (B. H. Dyas 


SS eee Los Angeles 
The G. P. Schafer Co... .Modesto 
Se ees BONO CO. o 6 ew uve Oakland 
Mahleim & Mazor...... Oakland 
Taft & Pennoyer....... Oakland 
Hale Bros., Inc...... Sacramento 
Weinstock, Lubin & Co. 

ieee carat det oa Aicislion Sacramento 
a Boston Store..... San Diego 


S. Crocker Co., Ine. 

eae San Francisco 
Davis Dept. Store. .San Francisco 
Paul Elder Co......San Francisco 
Livingston Bros....San Francisco 
Marks Bros........ San Francisco 
eer San Francisco 
Sommer & Kaufman....... 

AER Fee A San Francisco 


m. mem @ Co... cess San Jose 
Levee’s Dept. Store...... Vallejo 
COLORADO 
The Gano-Downs Co...... Denver 
Knight & Campbell...... Denver 

A. T. Lewis & Son Dry Goods 
Wi rss 5400584500550 Denver 
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by stores all je 


CONNECTICUT 
Rockwell & Co....... Bridgeport 
The Luke Horsfall Co.. .Hartford 
Wise, Smith & Co....... Hartford 
Griswold, Richmond & Glock 

arpa oe aa aioe Meriden 
DISTRICT OF COLUMBIA 
M. Goldenberg...... Washington 
S. Kann Sons Co.....Washington 
King’s Palace....... Washington 
Lansburgh & Bro.....Washington 
The Palais Royal... .Washington 
Parker-Bridget Co....Washington 
FLORIDA 
Cohen Bros......... Jacksonville 
Tp POO EC eT ee Jacksonville 
W. M. Burdine’s Sons..... Miami 
PE Tis cscs scccsecss Tampa 
GEORGIA 
oe ee Qe aes Atlanta 
Davison-Paxon-Stokes Co.... 
Rr yr rr Atlanta 
Oy eee eee Atlanta 
Ginsburg, Kirshon & Gins- 
se atk oie a Atlanta 
H. G. Lewis & Co....... Atlanta 
Me Wee Sons sas sevens Macon 
Burden, Smith & Co...... Macon 
B. H. Levy Bros. & Co..Savannah 
IDAHO 
Serer Boise 
ee ere Boise 
R. C. Beach, Ltd...... Lewistown 
Nampa Dept. Store....... Nampa 
Idaho Dept, Store..... Twin Falls 
Morrow Merc. Co........ Wallace 
ILLINOIS 
Nay 
Marshall Field & Co.....Chicago 
Se Chicago 
Loren Miller & Co....... Chicago 
Rothschild & Co......... Chicago 
Sears, Roebuck & Co..... Chicago 
Linn & Scruggs......... Decatur 
Oe OY 2 eee Moline 
P, A. Bergner & Co....... Peoria 
Chas. V. Weise Co...... Rockford 
L. S. McCabe Co.....Rock Island 
INDIANA 
Dessauer Bros........ Ft. Wayne 
L. S. Ayres Co...... Indianapolis 


John D. Brosnan Co..Indianapolis 


H. P. Wasson & Co.. . Indianapolis 

The Ellsworth Store. .South Bend 

Robertson Bros. Co...South Bend 

eee Terre Haute 

Hibben-Holweg & Co.. Indianapolis 
IOWA 

The Denecke Co....Cedar Rapids 


The Killian Co...... Cedar Rapids 
L. Oransky & Sons Co.. Des Moines 
Younkers Bros., Inc...Des Moines 


Each year hundreds of stfe cha 
way of authorizing charge 


Better control, lower operost, 





better appearance, are a fithe 1 
stores all over the counter tl 
Charge Phone System. 


A few of the thousantores 


a Dubuque 
J. F. Stampfer Co....... Dubuque 
KANSAS 

Ramsay Bros. Dry Goods Co. 
Bh tee ee, ee Atchison 
Rorabaugh-Wiley Dry Goods 
«CSREES eaten Hutchinson 
The Geo. Innes Co....... Wichita 
MeVicar -Howard - Millhaust 
TR sk asc. & Gane ee Wichita 
Rorabaugh Dry Goods Co.. Wichita 
WE ae eaicccwesen Wichita 
KENTUCKY 
J. R. Coppin Co....... Covington 
Mitchell, Baker & Smith. Lexington 
EB. Guterie Co......see Paducah 
J. A. Rudy & Sons...... Paducah 
LOUISIANA 


Rosenfield Dry Goods Co. 

i Sl ei dati abi Baton Rouge 
D. H. Holmes Co., Ltd..... 

mere eee ey New Orleans 
Chas. A, Kaufman Co., Ltd. 

ee eee New Orleans 
Marks-Isaacs....... New Orleans 


MARYLAND 


Consolidated Gas, Electric 
Light & Power Co.. Baltimore 


Hochschild. Kohn Co....Baltimore 
The Fleisher Co...... Hagerstown 
MASSACHUSETTS 
Ah Seer Boston 
Jordan-Marsh Co......... Boston 
The Shepard Stores...... Boston 
Qo eS re Boston 
Forbes & Wallace. ...Springfield 

Meekins, Packard & Wheat 
cle ibm Bs, wa ele Springfield 
Albert Steiger Co.....Springfield 
MICHIGAN 
S..L, Bie © Bem... sss 00s Detroit 
Crowley-Milner & Co.....Detroit 
J. En TEUGOOE Cis ccccecs Detroit 


Charnes 


The er nd Rapid: 
( 
B. S. Chapi i Rapid 


Friedman-Sg.... 
d Rapid 
Paul Stekel Co. 
d Rapid: 
J. W. Knagl, .Lansing 
Houle Bros Ice) 
Mluskegor 
M. W. Tan Saginav 
| 
Columbia (§. .Dulutl 
Duluth GlaBtore, 
Inc....8..Dulutl 


E. E. Atkitinneapoli: 
The Daytofinneapoli: 
Field’s, Incfinneapoli 








M. L. Rothg..., 
-Puneapoli 

J. W. Thon inneapoli: 

E. E. Atking.St. Pau 


The Golden§.St. Pau 


Union Depi.Jackso1 
The Empor§ Jackso1 
R. E. Kentii Jackso1 
Ramsay Drj...Joplii 
Diamond Bansas Cit: 
J. W. Jenkit® Co. 
oe eeopitas Cit: 
The Jones Mtsas Cit; 
Geo. B. Pet Co, 
sas Cit: 
Woolf ‘Bros Nsas Cit 
Chas. H. Hap Co. 
ptingfiel: 
Princess...#. Josep 
B. Nugent ods 
Co..+-®t. Loui 
Hart-Albin & Billing 


Metals Bam@...Butt 
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NEBRASKA 
Oe 9 a ees Lincoln 
Nebraska Power Co....... Omaha 
NEW JERSEY 
Steinbach Co....... Asbury Park 
M. E. Blatt Co...... Atlanta City 
ee Atlanta City 
Goerke-Kirch Co....... Elizabeth 
a a | ee Elizabeth 
NEW YORK 

a eee Albany 
W. M. Whitney & Co.....Albany 
Sisson Bros. Weldon Co..... 

canine a we a a Binghamton 
Hens & Kelley Co....... Buffalo 
Oppenheim, Collins & Co.. Buffalo 
BGG @& TOG. os 00 New York 
Prince George Hotel..New York 
S|" Rochester 
National Clothing Co... Rochester 
The Wallace Co...... Schenectady 
C. E. Chappell & Sons. ..Syracuse 
ONO OE, Wc ccscccccn Syracuse 
John A, Roberts Co........ Utica 

NORTH CAROLINA 
S. Lipinsky Sons & Co,..Asheville 
OHIO 

The C. H. Yeager Co....... Akron 
David Zollars & Son, Inc.. .Canton 
Burkhardt Bros. Co... .Cincinnati 
The Mabley & Carew Co.... 

bine wenn ee 3s oi Cincinnati 
Smith-Kasson Co...... Cincinnati 
eee Cleveland 
The Bailey Co......... Cleveland 
A ee Cleveland 
The Fashion Co........ Columbus 


The F. & R. Lazarus Co.. Columbus 


A. E. Pitts Shoe Co.....Columbus 
The Elder & Johnston Co..Dayton 
The Rike-Kumler Co...... Dayton 
The Lasalle & Koch Co....Toledo 
Neuhausel Bros. Co....... Toledo 
eS } ot eee Zanesville 
Tre Atins CO...cccss Portsmouth 





OKLAHOMA 

Calhoun Dry Goods Co..Muskogee 
eee Muskogee 
First Nat’] Bank. ..Oklahoma City 
McEwen-Halliburton Co..... 

errr rer rr Oklahoma City 
A. Rosenthal, Inc..Oklahoma City 
Osage Merc. Co........ Pawhuska 
J.W.Jenkins Sons Music Co.. Tulsa 


OREGON 
The J. H. Ga Ca... sc. Portland 
Kilham Stationery Co... .Portland 
Lipman, Wolfe & Co..... Portland 
Olds, Wortman & King. . Portland 


PENNSYLVANIA 
ee TO ka va ewene Allentown 
Hershey Dept. Store... .Hershey 
eres Philadelphia 
a eee Philadelphia 
Oppenheim, Collins & Co... 

LL ahihe bake Fide exe Pittsburgh 
Rosenbaum Co........ Pittsburgh 
SO ee Wilkes-Barre 
Deen & Ball......+- Williamsport 
ch: Sas GO Giese xsavadede York 


RHODE ISLAND 
ey -McAuslan & Troup 


eer errr Ts Providence 
Pfeifer Rss aibie aioe Providence 
The Shepard Co....... Providence 


SOUTH CAROLINA 


Louis Cohen & Co.....Charleston 
Jas. F. Condon & Sons. Charleston 


ae Columbia 
a eee Columbia 
TENNESSEE 

Anderson-Dulin-Varnell Co. 

so Uae sain Sh scl Jak ee aaa Knoxville 
The John Gerber Co.....Memphis 
The Landres Co........ Memphis 
ee ree Memphis 
B. Lowenstein & Bros., Inc. 

Che ke aoe aN Memphis 
J. Oppenheim.......... Memphis 
J. Summerfield......... Memphis 
Castner-Knott Dry Goods Co. 

er A ie ee hep ane Nashville 

TEXAS 
E. M. Searbrough & Sons.. Austin 
A. Barris © Co... -006c0% Dallas 
Neiman Marcus Co........ Dallas 
Monnig Dry Goods Co.. .Ft. Worth 
eee Ft. Worth 
Clark W. Thompson Co..Galveston 
Emil Blum Co....... San Antonio 
Prank Bros... ..+.<< San Antonio 
SEO VORUB 0.520 «008 San Antonio 
VIRGINIA 

B. K. Merryman Co....... Bristol 
C. M. Guggenheimer Co..... 

bikin 6 he ea a Lynchburg 


J. R. Millner Co., Inc... Lynchburg 


Miller, Rhoads & Swartz. . Norfolk 
Smith & Welton Co...... Norfolk 
A. Rosenstock & Co.. .Petersburg 
Be eae Richmond 
The Kaufman Store... . Richmond 
Miller & Rhodes, Inc... Richmond 
The Weisberger Co.....Richmond 
S. H. Heironimus....... Roanoke 
Geo. MacBain Co., Inc... Roanoke 
WASHINGTON 
The Grote-Rankin Co.....Seattle 


Lowman & Hanford Co.. .Seattle 
Seattle National Bank... .Seattle 
Westberg & Childs, Inc.. .Seattle 


ne eee eee Spokane 
Spokane Dry Goods Co.. .Spokane 
The White House Co....Spokane 
Gardner & Co....... Walla Walla 
A. M. Jensen Co.....Walla Walla 


WEST VIRGINIA 


The Peoples Store... .Charleston 
The Parson-Souders Co..... 

sda wit An tee apie Clarksburg 
McMahon-Diehl Co... .Huntington 
Geo. R, Taylor Co...... Wheeling 


WISCONSIN 


Chas. A. Levy & Bros.. . Janesville 
Harry S. Manchester, Inc.... 
canta duns & ae a eat Madison 
The Boston Store..... Milwaukee 
Fields, Inc....... ...-Milwaukee 
Henderson-Hoyt Co......Oshkosh 


CANADA 
The Hudson’s Bay Co 


The Hudson’s Bay Co....... 


The Hudson’s Bay Co....... 
Or ee Winnipeg, Man. 
Dupuis Freres, Ltd.. Montreal,Que. 
Henry Morgan & Co., Ltd... 
ere Montreal, Que. 
Ogilvy’s, Ltd.....Montreal, Que. 
The Paquet Co,....Quebec, Que. 





DAYTON, 
OHIO 
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Your Credit Department Will 
Develop Business 


By G. W. Sosebee 


Credit Manager, Perkins-T:mberlake Co., W. ichite Falls, Texas 


A well-organized credit department is 
very essential to all lines of retail busi- 
ness where credit is extended, as credit 
is the foundation stone of many a busi- 
ness and a big business could not be suc- 
cessfully conducted without a properly 
supervised credit department. 

At this time, I think it well that we 
establish clearly in our minds what con- 
stitutes credit, the proper qualifications 
of a credit manzger and who is a desir- 
able credit risk. On referring to Web- 
ster I find the word “Credit” is defined, 
“To believe, to trust, to have confidence 
in, and to honor.” Credit is the pur- 
chaser’s promise to pay without the for- 
mality of signing a note and is a most 
valuable asset to any man or woman. 
There will come times in the lives of 
most of us when we really need credit 
and if we have builded well our reputa- 
tion for reliability, credit will be ex- 
tended us to carry over any reasonable 
emergency. 

A great many of you have often heard 
the expression, “Character is the basis 
of all Credit,” which recalls to my mind 
the following lines I once read in The 
Credit World: 

“When health is lost, something is lost; 
When wealth is lost, nothing is lost ; 
When Character is lost, ALL is lost; 
Credit develops Character ; it cannot be 

bought—IT MUST BE 
EARNED.” 


In determining a prospective custom- 
er’s responsibility, the Credit Manager 
should be guided by what is known as 
the three “C’s”; “Character,” “Capac- 
itv” and “Capital,” but the greatest of 
these is “Character.” 

It is not necessary to further define 
Character. “Capacity” as a credit as- 
set, is chiefly the ability of the applicant 
to meet promptly the obligations contem- 
plated. Purchasing power, in the true 
acceptance of the term, can be deter- 
mined safely in but ONE WAY: IT 
MUST BE LIMITED by a compari- 
son of available assets and income to 
contemplated expenditures. Capital con- 
sists of tengible assets and the term used 
in a broad sense requires no further ex- 
planation. 

Every merchant, doing a retail credit 
business, should realize the importance 


of the Credit Department. The Credit 
Department should be co-equal with the 
Merchandise Department. The Credit 
Manager should have a place on the ex- 
ecutive board, which has to do with the 
general policy of the store, because of his 
coming in daily contact with the cus- 
tomers of the firm. 


The Credit Manager should be a man 
thoroughly versed in Credit Department 
work. First, he should be a high class 
executive, fully able and competent to 
direct the work of the Credit Depart- 
ment; second, he should be a diplomat 
in the broadest sense of the term; third, 
he should be by nature and disposition 
“The Collector”; fourth, he should be a 
judge of human nature. 


A credit manager, big enough to meet 
the above requirements, and if he does 
not meet them he is not properly quali- 
fied for the position to which he aspires, 
should be permitted to pursue unham- 
pered a liberal policy that his depart- 
ment may show the proper increase in 
business. 

When merchants fully realize and 
recognize the importance of a properly 
managed and supervised credit depart- 
ment and place only competent execu- 
tives in charge of this department, then, 
and not until then, will credit business 
grow 2nd prosper and the department be 
looked upon as a business builder and a 
mighty selling factor. 


We are living in an age when only 
trained men are successful; one man 
cannot know everything but each of us 
should specialize in some line of work. 
The successful man of today is the man 
who singles out some vocation and then 
devotes all of his time and energy to its 
accomplishment. This man does not 
have to look for a “job”; positions are 
waiting for him and remunerative em- 
ployment always goes to the man who 
KNOWS how and is willing and anx- 
ious to do his work much better than 
his employer expects. 

Now for a few examples showing how 
the Credit Department can and WILL 
increase the business of the retail mer- 
chant: 


Each new arrival in the city is a pro- 
spective customer and if the Credit De- 
partment is functioning properly, the 


Credit Manager, when personal applica- 
tion is made for a “Charge account,” 
will secure all information, such as for- 
mer place of residence of applicant, firms 
traded with in the past, how long a resi- 
dent of the city from which he has just 
moved ; his business connection in your 
city, as well as in the city he has previ- 
ously called home. The Credit Man- 
ager will then give this information to 
THE RETAIL MERCHANTS As. 
SOCIATION, who in turn will clear 
this name through the corresponding 
Association and if there be no Associa- 
tion in the city from which the applicant 
has recently moved, then write all of his 
references, business as well as personal; 
also a few additional firms to which he 
does not refer. 


When your Local Association gives 
you a report, notify your prospective 
customer. I prefer telephone as it is 
much quicker and at the same time gives 
you the opportunity of personal contact 
with the customer. An account prop 
erly opened and carefully and judi- 
ciously handled is a satisfactory account 
as long as that individual lives in your 
city and even after leaving your city the 
customer will frequently send you mail 
orders for merchandise. All of us have 
charge customers who sz:nd or bring 
friends to our store, who likewise be 
come good customers. 


Additional names and addresses art 
obtained from bank checks received dur 
ing regular course of business; from 
alert salespeople who have enough it 
terest in the store to give name and at- 
dresses of regular cash customers to the 
Credit Manager; from your C. O. D. 
customer records; and these prospectivt 
customers can be handled on practically 
the same basis as new arrivals. 


Your charge customers are the first t 
buy new arrival merchandise; they pa 
the regular price, are well pleased an 
you know the old axiom—‘“A satished 
customer is your best advertisement’ 
It may be she will only want to pu 
chase a spool of thread or a handket 
chief, yet she will walk two blocks 
trade with you, whereas if she does nt 
have a charge account she will step i 
the first store she passes. Cash custom 
ers are always looking for bargains # 
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gldom make purchases before our “Semi- 
Annual Clearance Sale.” 

The courtezy of a charge account en- 
courages home trading, as the customer 
does not have the desire or disposition 
to take her business to the larger city; 
whereas the cash customers in most in- 
stances, make their purchase when they 
ge what they want, whether at home or 
abroad and it is my opinion, in most 
cases, they spend their money, or at least 
a great part of it in cities other than 
their home town. 

I am informed that 95% of all auto- 
mobiles, and 90% of all furniture, are 
gold on the time payment plan. As we 
know, the automobile business is the big- 
sest business in the world today and it 
is growing more rapidly than any other 
line with which I am familiar. We 
know if all the automobiles that are 
driven in our city were paid for at the 
time they were purchased, there would 
be plenty of parking space. Furniture 
is sold on practically the same basi:, but 
usually on more liberal terms. Not 
many of us could, or would, pay 
$2000.00 cash for the furnishings of a 
modest five room cottage, yet we will 
buy that amount and oftentimes more 
on the installment plan. 

I know you are ready to say, “Yes the 
sales are fine, but how about the losses.” 
It is true you will have some losses if 


you do a credit business yet I believe you 
will agree with me that losses from be- 
ing forced to sell the last few dresses, 
shoes, hats, or whatever you are selling, 
at greatly reduced prices in order to get 
rid of your “stickers,” far exceed the 
losses of even a poorly supervised Credit 


Department. If my information is cor- 
rect, the average losses of the Credit De- 
partment will not exceed one per cent 
and many of these “stickers” can be col- 
lected if we will only manifest as much 
interest in trying to collect the account 
as the customer did when making the 
purchase. 

Most credit departments are able to 
keep their losses within one per cent, and 
I challenge any of you to show me a 
store doing a volume of business large 
enough to justify the employment of one 
dozen salespeople, whose mark-down 
does not equal or exceed ten per cent. 
We know if we were able to sell our 
merchandise at the price at which we 
mark it when it is received from the fac- 
tory, our income tax payments would be 
greater. 

EXAMPLE: Last August our firm 
received 200 ladies’ fall coats, which we 
marked to sell, we will say, for $89.50. 
Our Merchandise Manager conceived 
the idea of advertising these coats for 
Special Sale, with the understanding 
that our charge customers could make 


their selections at once and pay for them 
October first. The sale was a great suc- 
cess and most of the accounts were paid 
promptly when duc. As a result we se- 
cured a legitimate profit, gave our cus- 
tomers good values and they were satis- 
fied. If these coats had been placed in 
stock and we had waited until the 
weather turned cool, judging by past ex- 
perience, we would have sold 150 at reg- 
ular price, 30 at a discount of 25% and 
20 at a discount of 50%. As it was, we 
received 100% on our mark-up and the 
only additional expense incurred was 
carrying the accounts for a period of 
three months, 


By close and proper co-operation be- 
tween the Merchandise Manager and 
the Credit Manager it is a very easy 
matter to save the firm a big loss in the 
way of mark-downs during the year, 
which we must all suffer when it be- 
comes necessary to force sales. Suppose 
we scll our merchandise on 30-day terms, 
as most of us do, and are 90 days mak- 
ing collection, which is the exception; 
in most instances, merchandise in the 
department 90 days, especially if it be 
ladies’ wear, must be sold at a big dis- 
count, sometimes as much as 50% and 
even more, as cash customers do not as 
a rule buy until forced by nec:ssity to 
do so. 
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East Wing of Ambassador Hotel , Los Angeles, Showing Swimming Pool and Hole No. 1 of Miniature Golf Course 
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View of San Francisco’s Impressive Sky Line 


San Francisco Opens Wide Its Golden Gate of Welcome To 
Retail Credit Men Attending National Convention 


On your way to Los Angeles to attend the Con- 


vention—or on your return—you are cordially 


invited —nay, you are urged 


to stop, if only 


made to entertain you. 


for a day, and get acquainted with this city by 
the Golden Gate. £& pecial preparations are being 


Associated Retail Credit Men of San Francisco, Cal. 


25 Taylor Street 3 


Retailers Credit Association 


San Francisco 





Making Local Meetings 
Interesting 
The Retail Credit Men’s Association 
of Des Moines always has well attended 
meetings because some novel and educa- 
tional feature is presented at each. On 
April 13, a credit play in three acts was 
given. Following is the programme: 
As It Could Be Done 
A credit playlet in three parts presented 
by a picked cast from the Retail Credit 
Men’s Association membership. 
Cast 

Credit Manager—he never misses. 

isa aude -ts dea veticss heads Will B. Keen 
Asst. Credit Manager—a hopeful. 
e Wanamaker 
Salesman—sells everybody........ 

EES aren oe S. Sam Awlgood 
Ist Applicant—made to order.... 

bas ie ceded art hii U. R. Giltedg: 
2nd Applicant—haughty......... 
Mrs. Archibald Dillingham Vandubois 
3rd Applicant—tells everything... 


Peer Err Mrs. Ezra B. Meek 
4th Applicant—a complex........ 

eee ee ee Tee I. O. Everybody 
BOsh—A CXECHTIVE . ccc cceseces 

jubncdweeees Erastus Wanamaker 


Reporter—he wears rubbers...... 
ip eouen ceeatva ete a te Sherlock Burns 

The three scenes are laid in the 
credit manager’s office. 

Time—Any business day. 

Place—A thriving middle western 
city. 

Store—Take your pick. 

Scene I. The day begins. Appli- 
cants appear and handled in accepted 
manner. Regular office routine depicted 
in detail. 

Scene II. 

Scene III. Afternoon—various prob- 
lems brought to completion and credit 


department fully established in store 
program. 


Devoted to investigations. 


Have You? 


Our fiscal year ends June 31. Have 
you sent in your new member? In- 
creased membership means _ increa ed 
strength and greater service. Surely 
every member should secure one new 
member each year. Help the cause of 
Better Credits. Do it now! 











For Sale 


Brand new Remington 
Bookkeeping Machine as 
illustrated above. Only 
been used six months. 
Will sacrifice. 


Jafta’s 


72 W. Main St. 


Springfield + + Ohio 
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A Great Retail Merchant 
John Gillespie Bullock 


Thirty years ago a young man from 
Paris, Ontario, in his - mid-twenties, 
came to Los Angeles in search of an op- 
portunity. He had courage, good health, 














JOHN G. BULLOCK 


ambition, energy and ideals, all the at- 
tributes for success, if only they could 
be applied. By good fortune or a kindly 
fate, he came into early contact with the 
late Arthur Letts, that keen judge of 
human nature, who at once discerned in 
John G. Bullock those qualities which 
render a man valuable to an employer, 
no matter what the nature of the busi- 
ness, so he invited the applicant to go 
to work. 


This was the beginning of nearly 
three decades of business association with 
Mr. Letts, whose regard for John Bul- 
lock never wavered because his faith in 
him was not misplaced. It was that 
confidence which enabled the younger 
man in June, 1906, ten years later, to 
make such financial arrangements that 
when the building at Seventh and Broad- 
way was available, Mr. Bullock was 
empowered to lease it and form a com- 
pany with the idea of establishing an- 
other retail dry goods store. In Novem- 
ber of that year Bullock’s was organized 
and four months later, March 4, 1907, 
the new store opened for business. It 
prospered and grew apace, both in pub- 
lic favor and otherwise, but in Septem- 
ber came what was commonly known as 
the “bankers’ panic,” a time that tried 
men’s souls and which called for indom- 
itable courage, perseverance and good 
judgment to surmount. 


But the qualities which Mr. Letts had 
noted were well ingrained in the head 


of Bullock’s and the store not only 
weathered the financial stress but in an- 
other year had made such further prog- 
ress that nothing since has deflected it 
from its onward and upward course. It 
is not a one-man store. From the out- 
set, Mr. Bullock chose his associates 
wisely and well and their splendid co- 
operation in his plans for the develop- 
ment of the business has been a notable 
factor in the success of the undertaking. 
A finer executive body one rarely meets 
in any similar organization in the coun- 
try. Initiative, ideas, resourcefulness, 
intuition, good judgment, patience and 
persistency have gone into the making of 
Bullock’s, supplied in generous manner 
by the titular chief and his capable 
group of lieutenants, jointly responsible 
for the admirable achievements. 


Impalpably, the shopper at Bullock’s 
senses the spirit of service his example 
has inculcated in his staff. There is a 
warmth, a glow apparent which perme- 
ates the building from basement to the 
seventh story; a desire to please which 
every worker is early taught to express. 
The Bullock ideal is to create a person- 
ality that will be known for its strength 
and friendliness and in thus striving to 
vive satisfaction to the customer the 
character of the business is developed. 
It is not a tangible asset; it is one that 
is felt rather than seen. The spirit of 
service, courtesy and helpfulness regn:nt 
in John Bullock tinctures the business 
he conducts and is as much a part of the 
store as the merchandise itself reflects 
the ideals of the management. 





Value of a Satisfied Customer 


The Retail Credit Men’s National 
Association questioned many merchants 
on this subject. One large store re- 
ported that on investigation of 100 new 
accounts, it was shown that there was 
an average net profit of $5 on each in 
six months; or, $1,000 on the year could 
be anticipated. Another reported that 
after studying 50 accounts taken at ran- 
dom from the books, each indicated an 
average net annual purchase of $117. 
In a clothing store ‘it was determined 
that the average customer on its books 
represented a cash value of $85 to that 
store. What a pity if a single customer 
is driven away from anybody’s store by 
errors of clerks or other faults of man- 
agement—because it is driving $$$ 
away! And that isn’t all; the disgrun- 
tled one talks so much about it, too.— 
Reprinted from Team Work. 


Our Northwest Conference 


Retail credit men of Washington, 
Idaho, Montana and Oregon met for a 
two-day session at their sixth annual 
Pacific Northwest Conference at Spo- 
kane, Wash., May 17 and 18. Three 
hundred delegates were present. 


The morning session was given over 
to an address by Glen Pattee, president 
of R. J. Hurd Clothing Company, Spo- 
kane, who spoke on “Credit Granting A 
Profession,” followed by a spirited de- 
bate between a Portland team, Charles 
L. Graden, Lyman W. Smith and W. 
W. Robinson, who handled the affirma- 
tive, and a Seattle team, R. E. West- 
berg, E. V. Grisvard and Benjamin 
Levine, handling the negative of the 
question, “Resolved, That the extensive 
practice of installment buying is ‘eco- 
nomically sound.’ ” 


Mr. Pattee said the up-to-the-minute 
credit man was one of the most impor- 
tant departments heads of his institution 
and that the responsibility of the credit 
man is growing with the business he rep- 
resents, as the great bulk of sales are 


handled through him. 


After lunch a new idea in the annual 
meetings of the Association was tried 
out whereby in place of the general ses- 
sions held in the past, conferences of the 











Cleveland Enters 
the 
Collection Field 
July 15th 


EPARTMENT 

owned and con- 
trolled by representative 
retail establishments of 
City. 


Association will accept, 
and solicits, all forwarded 
claims for collection. 


Address 
The Cleveland Retail 
Credit Men’s Company 
405 Chamber of Commerce 
Building + Cleveland, Ohio 
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A Motion Picture Studio’s “Back Lot” where scenes “from any part of the world” are standing 





credit men in each line of business rep- 
resented were held. Almost every avail- 
able meeting room in the Davenport 
Hotel hummed with their discussions. 

At one of the sessions Ralph W. Wat- 
son, President of the National Associa- 
tion, spoke on “A Community Credit 
Policy”; J. R. Truesdale, Secretary of 
the Credit Service Division of the Na- 
tional Association, spoke on ‘What the 
Credit Bureau Does for the Merchant” 
and Franklin J. Curtis of the Spokane 
Merchants’ 
“Wholesale and Retail Cooperation and 
How It Improves Credit Conditions.” 


Association discussed 


One of the interesting discussions was 
that of 
which was representative of the terri- 


the department store group, 


tory involved at the meeting. 

Such questions as how to control a 
customer’s credit without antagonism 
and whether a customer whose credit is 
doubted should be asked to call at the 
office of the credit man or to be inter- 
viewed in the department where he or 
she wished to purchase were discussed. 

The general belief was that a limit 
should be placed on the credit extended. 
Tact and courtesy can do much in con- 
trolling the credit limits without anger- 
ing the customer, it was believed and a 
credit man should always interview cus- 
tomers in his own office rather than in 
the department of the store where the 
purchases were to be made. 

Service to the customer, of course, is 
the primary object, but it was pointed 
out that it is the credit man’s duty to see 
that his store is protected in the accounts 
it handles and that a few iron clad rules 
could be laid down for doing so. 


In the matter of collecting accounts 
by telephone or collector it was brought 


out that both were good, depending en- 
tirely on the individual to be collected 
from. 


Instalment buying, it was admitted, 
was generally coming more and more 
into use and payments on the deferred 
plan were generally approved if watch- 
fulness was exercised and cooperation be- 
tween stores so maintained that custom- 
ers do not overload. 


A luncheon for the women who at- 


tended was held at Culbertson’s Tea 
Room. Another courtesy was made pos- 
sible by the Yakima Association of 


Credit Men, who gave each out of town 


delegate a sample box of Winesap ap 
ples. 

A banquet was held the evening of 
May 18 when more than 300 attended, 
President Ralph Watson, J. R. Trues- 
dale of St. Louis and Stoddard King, 
Spokane, were the speakers. 

J. N. Keeler of Portland was elected 
president and O. M. Sylvester of Ta. 
coma was made vice president. A Port- 


land man will be appointed secretary- 
treasurer by Mr. Keeler. 





Modern Business English 

One of the best books on that most 
important subject, Business English, has 
just been issued by the Prentice Hall 
Company, 70 Fifth Ave., New York. 
The author, A. Charles Babenroth, 
Ph.D., Assistant Professor of English 
at Columbia University, covers every 
angle of the subject in an interesting 
way, devoting several chapters to Sales, 
Credit, Collection and Adjustment let- 
ters pointing out the flaws and emphasiz- 
ing the correct form. These letters are 
taken from the actual correspondence of 
progressive merchants and the publica 
tion can be regarded as a_ textbook, 
worthy of serious study by not only the 
student but credit managers and others 
interested in business letter writing.— 


D. J. W. 
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ular account, is the deferred payment 
plan, or as it is known by the Robert 
Simpson Company, the Home Lovers’ 
Club. 


Much has been said and written of 
the benefits and evils of this form of 
buying; I think that the position taken 
on the question depends largely on the 
point of view from which it is regarded. 


It is only a few years ago that the pur- 
chasing of merchandise on what is now 
known as the budget system was re- 
garded by a fair majority of people as 
being an insidious practice, employed by 
thoe who were living beyond their 
means. When one analyzes, however, 
the advantages secured by the customer, 
quite apart from the splendid additional 
revenue accruing to the store, it becomes 
obvious that the purchasing of necessi- 
ties on the budget plan is a recognized 
method, conducive to better living con- 
ditions, and bringing within the reach 
of thousands the ability to supply their 
homes with practically all modern com- 
forts, and even luxuries. 

It is evident that goods which wear 
out before they can be paid for cannot 
successfully be sold under a deferred 
payment plan and, for this reason, we 
have confined the selling activities of our 
Club to household furnishings which 
become eventually, to a certain extent, 
fixed assets of the customer. Buying on 
the deferred payment plan, out of in- 
come, means saving—accumulating— 
while the habit of thrift engendered by 
the budgeting for payments is, without 
question, beneficial to the community at 
large. 

Briefly defined, our Home Lovers’ 
Club contract means that, until the mer- 
chandise is entirely paid for, it remains 
the property of the Robert Simpson 
Company. There is a certain flexibility 
to the terms of payment but, as a gen- 
eral rule and on most merchandise, 25% 
of the purchase price is asked for the 
first payment, while the balance is di- 
vided into six equal monthly amounts. 
No interest, or fees of any kind, are 













added for this accommodation. 

Once a year these terms are varied 
by a Home Lovers’ Club Anniversary 
Sale, when 10% of the purchase price 
is accepted as a deposit, and ten months 
are given in which to pay the balance. 















In the case of customers desiring to 
purchase under this plan, interviewers 
tactfully secure the information neces- 
sary to the completion of the agreement. 
Providing this information is satisfac- 
tory, the account is opened, and an entry 
made on a visible index similar to that 


Retail Credits in Canada 


(Continued from page 6) 


already mentioned in connection with 
the straight monthly charge accounts. 

It may interest you also to learn of 
an additional service to the customer 
which we have in effect, termed the 
Home Protection Division. Under this 
plan, any customer between the ages of 
twenty-one and fifty, purchasing $100. 
or more of merchandise, is entitled to a 
life assurance policy of $1,000. for one 
year, effective three months after date of 
application, at a cost of a little more 
than $6. 

A small deposit is required along with 
the usual 25% of the purchase amount, 
while a few cents are added each month 
to the payments, which are spread over 
ten months instead of the customary six. 
No medical examination whatever is re- 
quired. 

Our Home Lovers’ Club ledgers give 
complete information in regard to every 
account. The customer’s position, ref- 
erences, etc., are all outlined on the 
ledger sheet, together with the amount 
of the purchase, and the amounts and 
dates of payments as they fall due. 
These ledger sheets are also kept in nu- 
mercial order, prefixed by the date of 


the month on which the account was 
opened. This method of having a ledger 
for each day of the month is of great 
assistance in sending out monthly no- 
tices of payments as they fall due. 

The collection department is natur- 
ally very zealous in following up these 
deferred payment accounts. 

A notice, showing the balance out- 
standing and the due date and amount 
of the next payment, is sent to the cus- 
tomer about a week before the payment 
should be made. If this fails to produce 
the desired result, second and third no- 
tices are forwarded at short intervals, 
followed by letters, telephone calls, and 
finally personal calls by special collec- 
tors. It is impossible for me, at this 
time, to more than outline our proce- 
dure, but perhaps some idea may be 
formed of the success we have experi- 
enced with the deferred payment plan 
when I tell you that one of every three 
homes in Toronto is now an active mem- 
ber of the Home Lovers’ Club, while 
during one whole year, less than 7% of 
the total sales made during that period 
became at all delinquent. In other 
words, 93% of our customers met each 
and every payment as it became due. 


It cannot be gainsaid that, in these 
days of keen competition and business 


(Continued on page 23) 




















National Association Convention 
Los Angeles, August 10-13, 1926 


Leaving St. Louis 1:30 P. M. August 4th 


Grand Canyon National Park 


Members’ families and friends are cordially invited to join the 
party. For additional information, Pullman reservations, etc., 
call or address any Santa Fe representative or 


C. N. Merriam 
Chairman Transportation Committee 
Associated Retail Credit Men and Credit Bureau of St. Louis 
416 N. 4th St., St. Louis, Mo. 


E. H. Dallas 
District Passenger Agent 
Santa Fe Railway 
296 Arcade Bldg., St. Louis, Mo. 


Retail Credit Men’s 


Special Train 


visiting en roule 
Colorado Springs 
Albuquerque, New Mexico 
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The President’s Message 


The Los Angeles Convention 


When it comes time to write my mes- 
sage I always must choose between sev- 
eral subjects, each pertinent, and each 
important. ‘Today I feel that our com- 
ing Convention is the most important 
subject. 


There are many factors in retail credit 
granting. But when it is all boiled 
down, we grant credit in order-to in- 
crease volume and thus profits. Surely 
then none of us intentionally will carry 
accounts that fail to yield a profit. Yet, 
I am today convinced that the principal 
loss in the credit department does not 
come from uncollectible accounts, but 
rather in interest on past due accounts, 
in expensive efforts to collect, in extra 
bookkeeping, stenographic expense, loss 
of turnover, and what not. There cer- 
tainly is a point at which the profit ends 
and a loss begins, and it is the credit 
man’s job to know that point. 


If he knows that point the credit man 
must know the cost of operating his de- 
partment, including of course, all fac- 
tors. I doubt if many credit men know 
this cost, and I doubt if those who try 
to know it consider the same factors. 


There is a relation between the bad 
debt loss, the turnover of receivables, 
and the volume. Some say a lenient pol- 
icy produces a large volume and thus is 
profitable. Others deny that. Which 
is right? 

There is an important relation be- 
tween the volume of accounts receivable 
and the merchant’s available capital. 
The maximum of profit depends some- 
what on the proper balance. 

All these factors will be dealt with 
exhaustively at our Los Angeles Conven- 
tion. Each will be the subject of a 
paper of twenty minutes or so, and will 
be followed by open-forum discussion of 
sufficient duration to give the convention 
a chance to develop the various angles. 
In group conferences these same factors 
will be discussed as they pertain to the 
business of each particular group. 

Uppermost in the minds of merchants 
and credit men is the installment busi- 
ness. No thinking man can say that in- 
stallment selling is wrong. But sure it 
is that the practice is subject to very 
dangerous development. 

The volume safe on a given capital is 
important—very. The effect on the 


merchant’s credit and on the public’s 
savings is important. The cost of the 
installment account as compared with 
the cost of the regular thirty-day ac- 
count should be understood. The 
finance companies are taking an increas- 
ing part in financing the installment 
business, and study of their place 
is pertinent now. Lastly and of great- 
est importance, is the effect of install- 
ment selling on the buying power of the 





RALPH W. WATSON 


public. Nor is this to be answered by 
impulse or without close study. 


All these angles of installment selling 
will be treated at Los Angeles; and 
open-forum debate will follow each pa- 
per. Likewise will these angles be con- 
sidered by the various groups. The re- 
sult should be the most satisfactory and 
comprehensive study of installment sell- 
ing ever realized for the American mer- 
chant. 


Group Conferences will occupy a 
whole day, and being organized by Vice- 
President Meyer assisted by various 
group chairmen of unusual capacity, 
they alone should be worth the trip. 


There are other inducements of a 
business nature to warrant attendance. 
The credit conditions in any community 
are but the reflection of the activities of 
the credit organization in that commu- 
nity. Los Angeles has one of the very 
best developed organizations in America 


and the results are a very high collection 
turnover, a very low cost of credit de- 
partment operation, and a very low bad 
debt loss. The term “community credit 
policy” is understood there, and the com- 
munity enjoys its operation. Much good 


can come from study of this excellent | 


organization. 


All the western cities are very mod- 
ern. Among them one will find the 
latest in methods, and the superlative in 
efficiency and in beauty. No man or 
woman can cross the continent without 
returning home with larger vision, new 
ambition. 


But you say, “It takes too much time 
and costs too much”—and I ask, “By 
what measure?” Yes, you can make the 
trip from the Atlantic coast and return 
in two weeks, but you should take three 
or four weeks. You can make the trip 
for $250, but should have more. 


Now how do you measure value? On 
the volume of business your firm does, 
how much must you earn to break even 
on the cost? How much must you cut 
down losses and expenses; how much 
new business must you produce? 


I say to you, and to your boss, that if 
you will take three weeks, and $350, 
and attend that Convention, not as a 
vacation alone but as a school in which 
to learn; if you will stop off and study 
stores like your own in cities you will 
pass through; if you will then retum 
home and make use of what you learned 
and saw, then this time and expense will 
be a real dividend-paying investment. 


I say if you feel this to be true, and 
that you and your firm would profit, it 
is your duty to go to your firm and sell 
them the idea as you would any other 
idea you considered likely to result in 
profit to your firm. Because you will 
enjoy the trip is no reason to hesitate. 


Show this message to your firm if you 
wish. Did I not believe what is said 
herein, I should not write it. Help your 
fellow credit man to get lined up to go. 
The best retail credit granters in Amer 
ica will be at Los Angeles in August, 
and you should be with them. 


To help me develop plans for the 
Convention, please settle this question # 
once and then drop me a line with the 
word that you will be with us. 
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Controlling C. O. D. Sales 


_ By S. Glass 
Superintendent, Joel Gutman & Co., Baltimore, Md. 


An efficient C. O. D. System should enable both the De- 
livery Department, and Controller’s Office to know exactly 
where every C. O. D. parcel is, and to keep a check on it 
until the goods are either delivered to the customer, and the 


The inspector after wrapping the parcel, pastes parts 3 
and 2 of the salescheck on a C. O. D. tag, but does not 
detach parts 4 and 5. These sections remain with tag and 
are used in connection with the “Non-Sheet Writing Sys- 





money paid, or until the goods are finally returned to stock. (Continued on Page 24) 
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Stern Elected President Associ- 
ated Retail Credit Men 
of Texas 
Robert Stern, Credit Manager of A. 
Harris & Company, Dallas, and State 
Membership Chairman of the National 
Association was elected President of the 
Associated Retail Credit Men of Texas 





ROBERT STERN 


at the Annual Convention in Dallas, 


May 17, 18 and 19. B. B. Schram of 
Houston was elected First Vice Presi- 
dent, G. W. Soesbee of Wichita Falls, 
Second Vice President and Robert L. 
Mayers of Houston, Secretary and 
Treasurer. 

Installment Resolution Adopted 

The following resolution on the in- 
stallment selling question was adopted: 

WHEREAS, there appears in certain 
quarters or sections a tendency to extend 
the sale of commodities upon term pay- 
ments extending over a series of wecks 
and sometimes months; and 

WHEREAS, the extension of such 
practice is calculated to encourage pur- 
chases beyond the ability of the custom- 
ers to pay and to create a condition of 
over-extended credits; and 

WHEREAS, the condition of over- 
extended credits is a menace both to the 
purchaser and the seller alike; 

THEREFORE BE IT RE- 
SOLVED: 

1. That the Associated Retail Credit 
Men of Texas in Sixth Annual Conven- 
tion at Dallas, Texas, hereby declare 
that the sale of merchandise and com- 
modities upon the usual terms of credit 
as established by the combined experi- 
ence of many years, is sound and should 
not be unduly disturbed or interrupted. 

2. That the sale of merchandise or 
commodities which in their general na- 
ture have little or no resale value, should 
not be encouraged on any other terms 
than those of strict credit responsibility. 


3. That the sale of merchandise and 
commodities that have a recognized re- 
sale value, such as furniture, jewelry, 
musical instruments, radios, automobiles, 
labor saving devices, etc., upon the par- 
tial payment plan extended over a period 
of weeks or months, is sound practice. 

4. That the sale of other merchandise 
or commodities not having a _ resale 
value, upon terms of payment, either 
weekly or monthly, which extend the 
time of payment beyond the terms ordi- 
narily considered safe and conservative 
in the opinion of experienced credit men, 
is unsound and detrimental to the best 
business interests of both seller and pur- 
chaser, and should be discouraged. 

Dallas, Texas. 

May 19, 1926. 


RESOLUTIONS COMMITTEE. 
B. B. Schram, 
D. M. Moffatt, 
E. E. Walker, 
Wm. Monnig, Jr. 


Robert Stern, Chairman. 





The Secret of Our Prosperity 


Two young British engineers recently 
visited the important industrial cities of 
this country in quest of the secret of our 
prosperity. They observed our methods, 
they examined our plants, they inter- 
viewed our industrial leaders, they pre- 
sumably delved into our national char- 
acteristics; then they went back and 
wrote a book called “The Secret of 
High Wages.” ‘This is what they con- 
sider the basis of our prosperity: 

One—Promotion in America is by 
merit. 

Two—America sticks to the principle 
of small profits and quick returns and 
wealth is made by fine margins of profit 
on immense and rapid turnover. 

Three—Rapid turnover is secured by 
simplification and cheapening of proc- 
esses which necessitates less capital for 
a given output. 

Four—America shows endless keen- 
ness for devising time-saving and trou- 
ble-saving appliances. 

Five—The American employer is not 
hostile to high wages. 

Six—American manufacturers coop- 
erate by exchanging ideas. 

Seven—Americans are vigilant and 
acute in eliminating waste and in con- 
serving time, energy and space. 


Eight—American welfare methods 
double high wages in their stimulative 
effect by surrounding the workers with 
cleanliness and light and by seeking in 
every way to increase their conveniences 
and satisfaction. 

Nine—Americans encourage research 
with magnificent intelligence, scouring 
the world to obtain the best research 
brains.—Exchange. 





STATEMENT 


Of the Ownership, Management, Circulation, 
etc., Required by the Act of Congress of 
August 24, 1912, 


Of Credit World published Monthly at §&t. 
Louis, Mo., for April 1, 1926. 

State of Missouri 8s 

City of St. Louis J 


Before me a Notary Public in and for the 
State and county aforesaid, personally ap. 
peared M. Randol, who, having been duly 
sworn according to law, deposes and says 
that he is the Business Manager of the 
Credit World and that the following is, to 
the best of his knowledge and belief, a true 
statement of the ownership, management 
(and if a daily paper, the circulation), etc. 
of the aforesaid publication for the date 
shown in the above caption, required by the 
Act of August 24, 1912, embodied in section 
443, Postal Laws and Regulations, printed 
on the reverse of this form, to wit: 


1. That the names and addresses of the 
publisher, editor, managing editor, and busi- 
ness managers are: Publisher, The Retail 
Credit Men’s National Association, 606 Equit- 
able Bldg., St. Louis, Mo. Editor, D. J. 
Woodlock, 606 Equitable Bldg., St. Louis, 
Mo. Managing Editor, D. J. Woodlock, 6% 
Equitable Bldg., St. Louis, Mo. Business 
Manager, M. Randol, 606 Equitable Bldg, 
St. Louis, Mo. 


2. That the owner is: The Retail Credit 
Men’s National Association, a corporation or- 
ganized not for profit. 


3. That the known bondholders, mortgages, 
and other security holders owning or hold- 


ing 1 per cent or more of total amount of 
bonds, mortgages, or other securities are: 
Ralph W. Watson, Pres., Spokane, Wash. 
Kk. B. Heller, First V.-P., St. Louis, Mo. 
Leop. L. Meyer, Sec. V.-P., Houston, Texas. 
ve J. Woodlock, Sec.-Treas., St. Louis, 
LO. 


4. That the two paragraphs next above, 
giving the names of the owners, stockholders, 
and security holders, if any, contain not only 
the list of stockholders and security holders 
as they appear upon the books of the com- 
pany but also, in cases where the stock- 
holder or security holder appears upon the 
books of the company as trustee or in any 
other fiduciary relation, the name of the per- 
son or corporation for whom such trustee is 
acting, is given; also that the said two para- 
graphs contain statements embracing affiant’s 
full knowledge and belief as to the circum- 
stances and conditions under which stock- 
holders and security holders who do not ap 
pear upon the books of the company as 
trustees, hold stock and securities in a ca- 
pacity other than that of a bona fide owner; 
and this affiant has no reason to believe that 
any other person, association, or corporation 
has any interest direct or indirect in the said 
stock, bonds, or other securities than as s0 
stated by him. 

M. Randol, 

; Business Manager. 

Sworn to and subscribed before me this 
1 day of April, 1926. 

{Seal} J. H. Vocks, 
Notary Public. 
My Commission expires Mar. 27, 1927. 











Experienced Credit 
Manager 


now employed wants to 
make a change. Fifteen 
years in Department 
Store Credits and Collec- 
tions, also Systems and 
Departmentising Con - 
trol. Knows Merchan- 
dising. 

Address G. G. 
Credit World. 


B. care of 








rivalry, 
credit 
healthy 
of a bu 
meant ; 
rather | 
tempere 
a prope! 
circumst 
gree of 
all the 1 
pose of 
goods hi 
centage 


This 
and at 
fact tha 
honest— 
because 
making 
tion the 
can. 

No g 
this tha 
debt los 
per cent 


The 
their af 
derived 
stores h 
as an ir 
I canno 
and cor 
resultin, 
ing eve 
necessar 
successf 














lation, 
3 of 


at St. 


or the 
ly ap- 
1 duly 
| says 
of the 
is, to 
a true 
rement 
), ete, 
> date 
by the 
section 
yrinted 


isiness 
Bldg., 


Credit 
ion or- 


gages, 
* hold- 


above, 
olders, 
ot only 
holders 
e com- 
stock- 
on the 
in any 
he per- 
istee is 
) para- 
ffiant’s 
sircum- 
stock- 
not ap- 
ny as 
| & Car 
owner; 
ve that 
oration 
he said 
1 as s0 


lol, 
ager. 
ne this 


“ks, 
ublic. 
27 


—_ 
Ce 
——— 


The Credit World 


23 





Retail Credit in Canada 
(Continued from page 19) 


rivalry, a liberal policy in extending 
credit is absolutely essential to the 
healthy growth, expansion and progress 
of a business; but by “liberal” is not 
meant a loose or reckless policy, but 
rather one prudent and open-handed, 
tempered with due discrimination, and 
aproper regard for those conditions and 
circumstances which determine the de- 
gree of risk involved, bearing in mind 
all the while the ultimate object or pur- 
pose of the credit man—to sell all the 
goods he can with the least possible per- 
centage of loss. 


This policy has been made possible, 
and at the same time profitable, by the 
fact that we have found most customers 
honest—some inherently so, and others 
because they realize it is the best policy, 
making it safe to proceed on the assump- 
tion that they will pay if they possibly 
can, 


No greater proof could be offered of 


‘Tthis than the fact that our actual bad 


debt losses are less than one-third of one 
per cent. 


The public have not failed to show 
their appreciation of the benefits to be 
derived from the credit account. The 
stores have come to recognize this phase 
as an important and prefitable one, and 
I cannot help but visualize the constant 
and continuous growth of this service, 
resulting in the retail credit man becom- 
ing eventually the most important and 
necessary factor in the operation of the 
successful retail business. 


Edward J. Dollard 
Promoted by Firm 
Edward J. Dollard, for thirty years 
Credit Manager of the O’Connor Mof- 
fat Company, San Francisco, was re- 
cently elected Secretary of his firm and 
also honored by the Associated Retail 
Credit Men of San Francisco by elec- 
tion as Honorary President of that or- 
ganization. 


Mr. Dollard is deserving of all these 
honors because of his faithfulness, loy- 
alty and unswerving devotion to the 
cause of Good Credits. He was one of 
the founders of the San Francisco Local 
and an enthusiastic worker in the Na- 
tional Association since its beginning, 
having served as a member of the Na- 
tional Board of Directors. 


Above the average height, with gray 
hair and mustache making a striking 
contrast to his ruddy complexion, he is 
always a striking figure at the National 
Conventions. 





Monthly Bills 


When the monthly bills are floating, 
drifting to me through the mail, I am 
smiling, I am gloating o’er my store of 
useful kale. I am here in gaudy rai- 
ment, with my checkbook in my hand, 
and no man who asks for payment of a 


good bill will be banned. "Tis my way 


of making happy all my toiling fellow- 
men ; I write checks, and make it snappy, 
with my costly fountain pen. Some 
have plans sublime, far reaching, for the 
welfare of the race, and the rudiments 
they’re teaching every moment, every 
place. But my hopes are meek and hum- 
ble, quietly I strive to please, and I pay 
old Farmer Bumble for the honey from 
his bees. I would bring contentment 
closer to my neighbors, worthy gents, so 
I send to Griggs the grocer fourteen 
bones and thirty cents. I have no in- 
tense ambition to advance a mighty 
cause, or to better man’s condition by 
I would be 
no peerless leader of a crusade high, sub- 
lime; I am happy, gentle reader, when 
I’ve paid my bills on time. Then I 
know the undertaker sings a blithe and 
cheerful note, and the good, hard-work- 
ing baker makes a payment on his boat. 
And the butcher feels he’s able to buy 
lipsticks red and bright for his daugh- 
ters, Mae and Mabel, who, when 
painted, are a sight. And the tinner and 
the tanner and the clergyman and clerk, 
all are showing, in their manner, that 
they profit by my work. Abstract good 
should not be flouted, helpful dreams 
should have their place, theories high 
may well be spouted by the leaders of 
the race. Let them talk on, donnerwet- 
ter! Up Parnassus let them climb! 
But I'll make the gray world better pay- 
ing all my bills on time. 


—Walt Mason. 


the framing of new laws. 














Witness: 








Proxy for Individual Members 


Individual Members may give their Proxy to any member providing 
they are residents of the same or adjoining state. 
KNOW ALL MEN BY THESE PRESENTS, that I hereby constitute and appoint.............. 
sina lila tas ahlaialatahemeaiai ile as my attorney and agent for me and in my name, place and stead 
to vote as my proxy at the Annual Convention of the Retail Credit Men’s National Associa- 
tion, to be held in Los Angeles, Cal., Aug, 10-11-12-13, 1926. 
IN WITNESS WHEREOF, I hereunto set my hand and seal this 
one thousand nine hundred and twenty-six. 


Sealed and delivered in presence of 
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Controlling C. O. D. Sales 
(Continued from page 21) 


tem of Deliveries.” When the package 
collector calls for packages, he detaches 
part 4 of the salescheck, writes his num- 
ber on the reverse side, and hands it to 
the inspector. This becomes the inspect- 
or’s receipt from the shipping depart- 
ment, which is filed by dates and re- 
ferred to in event of a non-delivery com- 
plaint. 


When the parcel reaches the shipping 
department, it is sorted into its proper 
route bin, entered on the driver’s Trip 
Sheet, which is made in duplicate, and 
part 5 of the salescheck is then detached, 
the route number, time and date stamped 
on the reverse side, and placed on a spin- 
dle file. After the delivery has left the 
store, the slips are filed according to de- 
partments by dates. Although a Non- 
Sheet Writing System is operated in con- 
nection with paid and charge packages, 
C. O. D. parcels are still written up in 
addition to filing the duplicate address- 
label. This is done as an additional 
safeguard for should a C. O. D. parcel 
be placed in the driver’s bin without be- 
ing entered on his sheet, the delivery 
department would still have a record of 
the same in the event that the driver 
should fail to turn in the money. 


The driver signs his Trip Sheet, re- 
ceipting for the parcels charged to him, 
but does not receive a copy of the sheet. 
Both copies of the Trip Sheet remain in 
the C. O. D. Office until the driver is 
ready to settle. Upon his return to the 
store after his trip, he totals the amounts 
of the C. O. D. tag stubs. These 
should correspond with the total of the 
Trip Sheet, less any packages returned 
as undelivered. 


If a parcel is returned for any reason, 
the Driver’s Sheet is signed off by the 
C. O. D. cashier. If the parcel is to go 
out again, it is again routed as if it were 
going out for the first time. If the par- 
cel is to be credited, the returned-goods- 
clerk makes out a credit slip in triplicate. 
All three copies are signed by the depart- 
ment ;—the original goes to the audit 
office, the duplicate remains in the de- 
partment, and the triplicate copy re- 
mains in the credit book as a record for 
the delivery department. 


We have described the method of 
handling the merchandise itself from 
salesclerk to customer, but what about 
the method of control? It is here that 
so many systems fail to make good. 


Where Control Begins 


When the audit office receives the 
Register Sheets, they are totaled for the 
day, then the C. O. D. saleschecks are 


totaled and these amounts should corre- 
spond. The figures are then turned over 
to the controller, together with the to- 
tals of cash and charge sales. The reg- 
ister sheets are filed into a binder. 


The C. O. D. cashier turns over all 
money received from drivers to the head 
cashier who issues a receipt for the 
amount received. Originals of the 
Driver’s Sheets showing the amounts 


paid and disposition of each package are 
sent to the audit office daily. 


The cash totals of these sheets must 
correspond with the cash receipts for the 
C. O. D.’s reported by the head cashier 
when these totals have been checked. 
The C. O. D. audit clerk stamps out 
the corresponding entries on the Register 
Sheet against the entries on the Driver’s 
Trip Sheet. Next she stamps out the 
entries covered by returned goods slips, 
and all items not so stamped remain 
open. 


A monthly trial balance is taken by 
listing all open items at the end of the 
month, the total of which, should corre- 
spond to the amount shown on the gen- 
cral ledger. This list is then checked 
against the delivery department by a rep- 
resentative of the Superintendent’s office 
who reports the reason for each open 
item. 


The advantages of the system can 
easily be summed up as follows: 


1. Centralized Recording of every 
transaction, as each transaction must be 
dispatched by pneumatic tube to a cep. 
tral registration desk, and recorded be. 
fore the merchandise leaves the depart. 
ment. 


2. Centralized Control, through the 
Audit and Controller’s office. 


3. Executive Supervision through the 
Superintendent’s office.—Reprinted from 
Lamson Store Service News. 











Position Wanted 


Southern woman, thirteen 
years general office experi- 
ence, bookkeeper, cashier, typ- 
ist, filing, specializing in 
credit work, wants position 
in credit office. Can take 
entire charge of small office. 
Accustomed to meeting high- 
class clientele in first-class 
stores. Address W-34, c/o 
Credit World. 








POBox 193 





Florida 
Florida 
Florida 


Credit Men—Credit Bureaus, 
Anywhere in the United States: 


If you have information on skips or undesirable 
credit risks who have left your home town for 
Florida, supply the necessary information to us 
and we will endeavor to locate them for you and 
if found will notify you through your nearest 
Credit Bureau, as to the party’s location and his 
line of business in Florida. 


fre Associied Credit Bureaus 


Secretarys Office 


Or/ando, Horida \ 
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